This study aims to provide influence on the customer"s switching behavior in islamic banking in the special region of Yogyakarta Province, Indonesia. Design/Methodology/Approach Multiple Regression were used to examine the influence of attitude towards switching, subjective norm, financial bonding, social bonding, structural bonding toward switching customers" behavior.
I. Introduction
The existence of dual banking both conventional banks and sharia banks in generals have a strategic function as an intermediary and service providers in payment traffic. However, the characteristics of both types of banks can influence the behavior of prospective customers in determining their preferences for the selection of the two types of banks. Furthermore, customers' behavior on banking products in both conventional and sharia banks can be influenced by public attitudes and perceptions of the characteristics of the banking system itself.
The limited understanding and preference of the community is a challenge for the development of sharia banking services. The results of the Financial Services Authority (OJK) survey of the national financial literacy 2013 covering 20 provinces with 8,000 respondents provide an illustration of the low level of literacy among Indonesians. From the survey results, it was informed that only 21.8% of respondents who have the understanding, skills, and trust in using financial products and services, with a utilization rate of 59.7 percent.
2 Therefore, it is reasonable that the preference and level of use of sharia banking services are predicted to be still relatively low. This can be seen from the number of account users in Islamic banks 13,430,904 accounts consisting of 182,409 current accounts, 12,896,014 savings accounts and deposits of 352,481 accounts (Kurnia, 2015) . One of the factors affecting the condition is predicted to lie in the incentives for people to switch from conventional bank service products to sharia banking products. For the banking sector to have a better understanding of switching behavior, it is necessary to research on switching behavior more comprehensively. General switching studies can be grouped into two groups: focus on consumer psychology and focus on bank attributes. Therefore, to make this research more comprehensive, this research focused on consumer psychology and bank attribute as well. Behavioral switching research uses many theories of planned behavior (TPB). This it because TPB is an integrated model consisting of four predictors of behavior, attitude, subjective norm, perceived behavioral control (PBC), and intention to behave (Ajzein and Driver, 1991) . TPB itself is not an exclusive model for predicting intention or behavior. Ajzen states that TPB is flexible enough to include additional predictors that can explain significantly the variant of intention (Ajzein, 1991 Xu et al. (2013) on the behavior of online game switching. Due to the broad utilization of TPB, this study attempts to examine switching behavior in the banking sector by using an expanded TPB by adding variables that theoretically predictors of switching behavior Yogyakarta is a city of education with many institutions of higher education and private so many students settled in this city. As known to the student is an agent of change, which can bring changes to the surrounding environment. As a city of education, the academic culture is very developed in Yogyakarta. Discussion forums, seminars, and workshops on Islamic banks are often held in this city, thus helping socialization efforts and community education on sharia banks Besides, The Special Region of Yogyakarta is one of the cities where Islamic Rural Bank (BPRS) that operate on the first sharia principles are BPRS Bangun Drajat Warga (in 1994) and also one of the earliest sharia banking cities operating under the Sharia Business Unit (UUS) scheme established in Indonesia, namely BNI Syariah (year 2000) 3 . Long history of The Special Region of Yogyakarta in the field of sharia banking, not surprisingly, the market share of sharia syariah bank of 7.72% in the highest position nationally (Ausyah, 2015) . 4 In particular, sharia banking in the first quarter of 2015 experienced a decrease reflected in sharia banking assets in the first quarter of 2015 contracted 23.43% (yoy) or 3.78 Trillion. This figure is much lower than the first quarter and IV 2014 which can grow by 67.6% (yoy) and 0.7% (yoy). The decline in the asset of sharia banking in DIY was also followed by the Financing to Deposit Ratio (FDR) of 77.78% decreasing compared to the previous quarter which was 81.93% but the FDR was still quite high compared to the level of the loan to deposit ratio (LDR) of DIY banking in general. While fund raising increased compared to the previous quarter amounted to 2.58% (year on year).
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This research is important because firstly, as part of building block of OJK effort in mapping the development potential of sharia bank in Indonesia, which is one of the implementations of blue print of sharia banking development precisely in the face of ASEAN Economic Community (AEC) 2020. Secondly, to improve the role of sharia banking in the context of national banking, so it is expected to enlarge the share of Islamic banking. Third as an effort to strengthen the foundation of an economic theory of Islam through the integration of Islamic Economics (Islamic Banking) with the general sciences (statistics) is growing. The purpose of this research is to analyze the relationship of switching intention and customer satisfaction toward switching behavior in sharia bank.
Based on the above discussion, the author is interested in studying to following issues: 1. Do attitudes toward attitude and subjective norm affecting customers' switching intention to the conventional bank? 2. Does financial bonding, social bonding, and structural bonding affect customer"s satisfaction? 3. Do switching intention and customer satisfaction influence customer behavior intention switching to the conventional bank?
II. Literature Review
Research on switching provider has been done. In general, the research can be grouped into two clusters, first focus on such bank attributes as Matos, Henrique, and Rosa (2013), Lam et al. (2004) , Keaveney (1995) , Gerard and Cunningham (2000) , Lees, et al. (2005) . Second focus on consumer psychology as Lo and Liang (2009), Lin (2010) , Xu et al. (2013) , Takele and Sira (2013) . Almost all research on switching behavior with a focus on consumer psychology uses the Theory of Planned Behavior (TPB). Its appropriately used to assess individual behavior, including switching behavior. Ajzen and Fishbein (2000) argue that intention is a major component in TPB and a direct antecedent of behavior. Its mean that individuals tend to behave when they have opportunities; the stronger the intention to move, the greater the likelihood that the individual will perform switching behavior. Therefore, actual behavior can be predicted from its intentions, and it is not surprising that most of the research is more researching behavioral intentions than actual behavior. Some studies that prove the relationship of intention with behavior among others Kerr, Lennon, and Watson (2010) , Manneti, Piero et al. (2012) , Schwenk, G, and Möser.,(2009), Gao, Z et al. (2008) .
The inclusion of previous experience variables and recency into the TPB model is the result of Bagozzi and Warshaw (1990) research that modified TPB into a theory they call the theory of trying. Some research on behaviors such as Miniard and Obermiller (1981) , Woodside and Bearden (1981) , Bentler and Speckart (1979) found that previous experiences were predictable variables of intent and behavior. Behavior that occurs which is preceded by the intention to behave is influenced by previous experience (behavior) either directly or indirectly. So the intention and behavior of switching will be positively influenced by previous experience. While recency is a transaction that just happened. According to Bagozzi and Warshaw (1990) , recency has a direct influence on behavior.
Attitude towards switching is a hypothetical construct that represents one's likes or dislikes for switching in a bank. Attitudes towards switching may change due to experience, stimulus and so on. Fishbein and Ajzen (2000) say that attitudes toward switching, independently, are difficult to use to predict switching behavior. Therefore, combining other variables with attitudes can predict a person's switching behavior better than just one variable. Several studies that demonstrate attitudes related to behavior include Xiao and Wu (2006) (2011) and others. Bansal and Taylor (1999) , found that attitudes toward switching (attitude toward switching) have a significant effect on switching intentions.
Subjective norms are a non-psychological factor in TPB. This subjective norm is a factor outside the individual who is thought to be the antecedent of switching intention or switching behavior. Some call this subjective norm as a social factor of encouragement, suggestion or suggestion to perform specific behaviors. Some studies that prove the role of subjective norms in shaping behavior include Majali and Mat (2010) , Alleyne and Broome (2011 ), Beiginia, et al. (2011 ), Aziz (2012 , etc. However, the strength of the sub-ethical relationship of relationships with behaviors varies from one research locus to the other locus, some of which show strong relationships, some of which show weak relationships.
The next collapse is customer satisfaction. Research on the importance of customer satisfaction in banking has been widely used such as: Naser et al. (1999) , Metawa and Almossawi (1998), Boyd et al. (1994) , Othman and Owen (2003) , Polatoglu and Ekin (2001), Gounaris et (2003) , Yavas et al. (2004 ), Bielski (2004 . Lubin (1992) emphasizes that customer satisfaction and customer's willingness to survive (customer retention) are highly relevant and very important in the banking industry. Satisfied customers will convey a positive message about the quality of the service to others, and minimize the possibility of customers moving to another bank. Customer satisfaction is also influenced by consumer bonding.
Consumer bonding is part of relationship marketing, which consists of financial bonding, social bonding, and structural bonding. Smith (1998) found that financial bonding can increase consumer satisfaction. Several other studies have also found a positive relationship between consumer bonding and satisfaction such as Palmatier, Gopalakrishna, and Houston (2006), Wang, Liang and Wu (2006) . Consumers who are satisfied will be loyal to the bank used. Several other studies have also found that consumers who have close relationships with service providers are less likely to switch providers, such as Bove and Johnson (2000), Li, Browne, and Wetherbe (2007) .
Research model can be described as follows: The purpose of the study is to examine factors that drive customers switching behavior in the islamic bank. General switching studies can be grouped into two groups: focus on consumer psychology and focus on bank attributes. Therefore, to make this research more comprehensive, this research is focused on consumer psychology and bank attribute as well.
Based on the switching literature review conducted, the study identified, first, switching intention they are the attitude towards switching and subjective norm. Second, customer satisfaction they are financial bonding, Social bonding, and structural bonding 2. Research object and Population
The province is divided into one city of Yogyakarta and four regencies: Sleman, Bantul, Kulon Progo and Gunung Kidul. According to data issued by Otoritas Jasa Keuangan (OJK) in 2016, there is 24 banks are 12 Bank Umum Syariah (BUS), Unit Usaha Syariah (UUS) and 12 Bank Pembiayaan Rakyat Syariah (BPRS).
Sampling and Data Collection
Design of samples are purposive proportional sampling by considering following aspects (a) sharia bank customers who have financing accounts and/or savings / current accounts/deposits, (b) work as employees (private and civil servants) and retirees based on Priorities and targets & activities of financial literacy (c) domiciled in DIY. The researcher decided to take 150 questionnaires were distributed to the respondent, however, after selecting those questionnaires, only 148 were usable to further analysis.
Technique of Analysis
This study uses a questionnaire consisting of several parts. The first part contains the demographic profiles of respondents and screening questions such as whether they want to move conventional banks. The second part contains the reasons that led to wanting to move to a conventional bank. The third section contains psychological profiles of respondents consisting of switching intention, attitude toward switching, subjective norm, customer satisfaction, and customer bonding. Then tested the validity and reliability of the questionnaire to show that all items in this study are valid and all items in the questionnaire of this study stated reliable. The main idea contained in the concept of reliability is the extent to which the results of a measurement can be trusted. According to Azwar The coefficient alpha for each variable exceeded the minimum standard of 0.60 which is acceptable in similar theory building (Vyas & Raitani, 2014) .
Empirically, the high and low reliability are shown by a number called the reliability coefficient. Theoretically, the magnitude of the reliability coefficient ranges from 0 to 1. The reliability coefficient is getting closer to 1 means the more reliable (Azwar, 2013 (2017) The above table concluded that all the statements are reliable and consist. The higher value of Cronbach's alpha coefficient is financial bonding 0,9783 and the less value social bonding 0.7983. It"s the reliability of attitude towards (four item), subjective norm (two item), financial bonding (two item), social bonding (two item), and structural bonding (four item).
Descriptive Statistics
As shown in the below To investigate factors driving switching intention (attitude towards and subjective norm) and customer satisfaction (financial bonding, social bonding, and structural bonding) to switching behavior the study used Pearson"s correlation.
These correlations and their statistical significant are given in the table below. As can be seen variable attitude towards, subjective norm, financial bonding, social bonding and structural bonding have a positive and significant relationship with switching behavior of the banking customers at 0.01 and 0.05 level respectively. Therefore, all this result provide support customer satisfaction and switching intention to predict the likelihood of switching behavior in the islamic banking. Test results obtained a value of determination coefficient of 0.526 which means that attitude toward switching, subjective norms, financial bonding, social bonding and structural bonding contribute 52% while the remaining 48% is influenced by other variants outside the model.
VI. Conclusion and Recommendation
The research has successfully answered the main propositions proposed earlier. First, the attitude towards switching has a significant effect on the customer's intention to move to a conventional bank. The results of this study are in line with Bansal and Taylor (1999) , found that it has a significant influence on the switching intention. Second, there is a significant influence on the individual norm customers' intentions to move to a conventional bank. The results of this study are in line with research by Echchabi and Wahyuni (2010) , Majali and Mat (2010) , Alleyne and Broome (2011), Beiginia, et al. (2011) , Aziz (2012) et.al.
Third, financial bonding, social bonding affect the customer satisfaction and structural bonding effect on customer satisfaction. Smith (1998) found that financial bonding can increase consumer satisfaction. Several other studies have also found a positive relationship between consumer bonding and satisfaction such as Palmatier, Gopalakrishna, and Houston (2006), Wang, Liang and Wu (2006) . Consumers who are satisfied will be loyal to the bank used. Several other studies have also found that consumers who have close relationships with service providers are less likely to switch providers, such as Bove and Johnson (2000) , Li, Browne, and Wetherbe (2007) . Fourth, the results of this study indicate that switching intention and customer satisfaction affect the behavior of customers to move to conventional banks.
According to our findings, we suggest that the islamic banks should focus more on improving their managerial performance rather than on increasing the scale of operations to support the development of islamic banking in the Special Region Yogyakarta.
